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Th Wreless Association
U.S. Wireless Carriers to Launch Common Short Code Capability

October 21, 2003

Las Vegas, Nevada- The Cellular Telecommunications & Internet Association (CTIA) today announced its carrier
members are launching Common Short Code (CSC) capability via five-digit numbers. CTIA, the international
association for the wireless telecommunications industry, is the program’s administrator, and NeuStar, Inc., a leading
provider of industry-critical numbering, infrastructure and registry, will register CSC services on behalf of the U.S.
wireless industry.

Common Short Codes will enable wireless subscribers to request a wide variety of content for delivery to their mobile
devices by entering a common code, regardless of their service provider. Applications include sweepstakes, tele-voting
campaigns and other contests; mobile coupons and other promotions; and a wide range of additional interactive
wireless services. Marketers of consumer products and services as well as business and enterprise customers are
expected to use CSCs to directly interact with and attract various audiences, as CSCs provide an unprecedented
opportunity to interact with customers.

“What this means is that the already popular activity of text messaging is about to explode,” said Ashley Glennon,
Director of Messaging at T-Mobile. "Now, companies from across the globe have a convenient way to secure a short
code for use across all the major wireless carriers—and to extend the reach of their product, service or brand.”

“Common Short Codes are an excellent means for popular brands to connect with more than 100 million U.S. wireless
subscribers,” said Glenice Maclellan, VP of Messaging Services at AT&T Wireless. “Building on the short code activities
of individual carriers like AT&T Wireless, this initiative is an important first step that will enable Common Short Codes
to take their place alongside more traditional promotional channels.”

“We are building a new and exciting mobile market with the introduction of Common Short Code Registry services. Th
wireless industry has learned much from the successes of inter-carrier messaging and this program builds on that
success,” said, Paul Palmieri, Director of Business Development for Verizon Wireless.

The program is designed to capitalize on enthusiastic consumer response to short codes by making
codes more broadly available to consumers through interoperability across multiple carrier networks.
Previously, short codes were limited to individual carrier networks, with cross-carrier functionality only
achieved through cumbersome and time-consuming carrier-by-carrier negotiation. The newly
established CSC program will enable one-stop shopping and reservation of selected or random codes
that have been set aside for common use by participating carriers. Carrier connectivity, whether direct
or through brand and/or content aggregators, will require carrier-by-carrier negotiation and individual

application approval. All wireless carriers are invited to participate in the program.
Initial Carrier Participants

ALLTEL, Cricket Communications, Sprint PCS, Verizon-Wireléss,
AT&T Wireless Services, Dobson Cellular Systems, T-MobiIeUSAI, Virgin Mobile, USA
Cingular Wireless, Nextel Communications, U.S. Cellular and Western Wireless.

"We've been anxiously awaiting the introduction of a streamlined process to acquire CSCs to satisfy our growing
customer demand for wireless channels that reach the 100 million 2-way SMS capable U.S. wireless subscribers," said
Scott Newman, CEO of GoldPocket Interactive, a leading wireless enabler for entertainment companies such as FOX,
ABC Family, MGM, GSN and others. "The fact that this is a full service, with customers requesting content or
participation, creates fertile opportunities for brands and promises value and benefits to wireless subscribers.”

“The U.S. wireless industry has seen consumer appetite for interactivity through various media grow tremendously,”

- said John Windolph, CTIA’s SVP for Business Development. “"The European market for CSCs has exploded and we
expect similar consumer participation in the United States. The wireless industry now has the capability to meet the
growing demand from consumers and marketers alike, and to make content and mobile interactivity commonly
available to wireless subscribers, regardless of their wireless provider.”

http://www.ctia.org/media/press/body.cfm?bPrint=1&showbox=0& AID=00000&PRID=1...  3/12/2008
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“We are very pleased that CTIA and its members have selected NeuStar to assume this critical

registry role that will enable interoperability across wireless carriers, content providers and ultimately end users,”
commented Robert Poulin, SVP of Wireless Data at Neustar. “Neustar looks forward to serving the wireless carrier and
content provider communities to unlock the network effect for Common Short Codes.”

Those interested in reserving selected or allocated codes should complete an application form and submit payment at
www.USshortcodes.com. Content providers or their aggregators will be required to include their proposed CSC
application, a general description of the application, and additional programmatic details as part of the reservation
process. Carriers will individually review each application, test it for performance and functionality, and approve or
disapprove of its use over their networks. The process and timeline for negotiation and review will vary by participatin
carrier and will depend on connectivity arrangements and CSC application specifics.

Common Short Codes will be available for reservation for three, six and twelve month periods. Applicants can choose
between randomly allocated codes ($500 per month) or specific codes ($1,000 per month) for their promotional
programs. CSC Registry services are available beginning October 21, 2003.

About NeuStar - NeuStar is the premier neutral third party provider of interoperability services that unlock the networ
effect for telecommunications and Internet networks. NeuStar operates the official registry of all North American
telephone numbers and manages the database which all carriers rely on to route billions of telephone calls a day. In
addition, NeuStar operates a next generation Registry that supports the .BIZ and .US internet addresses as well as the
routing needs of data services such as MMS. NeuStar is also the leading provider of OSS (Operations Support
Systems) clearinghouse services that allow telecom and enterprise firms to strengthen odering, service provisioning,
billing and customer service functions. For more information visit www.neustar.biz.

# ##

CTIA is the international association for the wireless telecommunications industry, representing carriers, manufacturer
and wireless Internet providers.

WWW.WOW-Com.com

http://www.ctia.org/media/press/body.cfm?bPrint=1&showbox=0& AID=00000&PRID=1... 3/12/2008
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Common Short Code Primer

Overview

The Mobile Marketing Association’s (MMA) Short Code Working Group developed this primer to
provide an overview of the process that a brand, content provider, agency or technology provider should
follow when considering launching a short-code-based marketing campaign or initiative.

About the Mobile Marketing Association (MMA)

The Mobile Marketing Association (MMA) is the premier global association which strives to stimulate
the growth of mobile marketing. The MMA is an action-oriented association designed to clear obstacles
to market development, to establish standards and best practices for sustainable growth, and to evangelize
the mobile channel for use by brands and third party content providers. MMA members include agencies,
advertisers, hand held device manufacturers, wireless operators and service providers, retailers, as well as
any company focused on the potential of marketing via the mobile channel. The Mobile Marketing
Association’s global headquarters are located in the United States. For more information, please visit

www.mmaglobal.com

Short Code Working Group
The MMA created the Short Code Working Group, chaired by Mobile Accord and Twelve Horses, to
establish administrative and technology guidelines for short-code utilization. In a future phase, this group

will reconvene to evaluate the feasibility and market demand for short codes that will work in both
Canada and the United States.

The Short Code Working Group developed this primer in collaboration with representatives from ipsh!,
Mobile Accord, NeuStar Inc., Sprint Nextel, Syniverse Technologies and Twelve Horses.
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Executive Summary

Common Short Codes (CSCs) are phone numbers, usually four to six digits, that mobile phone users
utilize to send Short Message Service (SMS) messages to in order to receive information, sports scores,
weather alerts, or to participate in contests and receive electronic coupons. By making it fast and
convenient for mobile users to select and receive information, CSCs greatly increase consumer response
to advertising and marketing promotions.

CSCs also put consumers in control because they can customize the information that they receive. That
ability is important because under most rate plans, users pay for incoming SMS messages. By giving
users a way to specify exactly what they want to receive, CSCs improve the chances that they’ll
participate in SMS-based campaigns.

CSCs are provided and managed by an ecosystem of companies, including the Common Short Code
Administration (CSCA), participating wireless carriers, Mobile Application Service Providers (MASP)
and Aggregators. Any company can use a CSC, but it must be obtained from this ecosystem through a
series of steps, which include applying for a CSC and submitting the CSC-based campaign to wireless
carriers for review and testing.

This primer provides an overview of CSCs, including the available types and how they are currently used
in advertising and marketing promotions. This primer also describes the roles of each of the ecosystem’s
members and their relationship with the company conducting the CSC-based campaign. Finally, this
primer provides step-by-step instructions for successfully developing, applying for and executing a CSC-
based campaign.

Mobile Marketing Association, June 2006 Page 4 of 19
Version 1.0
Soft copy available at: http://www.mmaglobal.com/sh rimer.pdf



@0
mmaa”
99 ¢.¢...+ Mmobile marketing
association

Common Short Code Primer

Background & Ecosystem Definition

The Common Short Code Primer was created to help brands, content providers, agencies and technology
providers better understand what’s involved in implementing Short Messaging Service (SMS) campaigns
using Common Short Codes (CSCs).

Since their creation in 2003, CSC-based campaigns have evolved in terms of acceptable use and business
requirements. The CSC ecosystem is still evolving, so it’s recommended that new entrants work with
companies that have experience in the implementation of CSCs. This primer documents the process and
expectations for registering and provisioning a CSC in the United States.

The following section provides an overview of the CSC ecosystem, the companies involved and the
process of developing and executing a CSC-based campaign.

General CSC Ecosystem and Processes

1. A wide variety of companies use CSCs to build
their brand and generate product awareness. One
way to launch a successful CSC is to work with a
Mobile Application Service Provider (MASP),
which is a partner that provides guidance for
understanding CSCs and adjunct wireless
technologies. Although this primer provides a
basic overview of CSCs, working with a MASP is
recommended in order to address the nuances and
complexities of a mobile campaign.

Depending on your in-house resources and
capabilities, you may choose to either completely
outsource to a MASP, or work with the individual
provider partners in the eco-system. MASPs have
a varying level of capabilities and services, so it’s
important to pick one that meets your needs. For a
list of MASPs, visit the MMA membership
directory at

http://mmaglobal.com/modules/content/index.php?
id=8 .

2. MASPs typically — but don’t always — complete a
CSC application form for leasing a short code. If
they complete the application, it will then be
reviewed according to wireless carrier guidelines
and approved pending payment with the Common
Short Code Administration (CSCA). Although
companies may submit an application without the
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Common Short Code Primer

help of a MASP or an aggregator, their assistance is highly recommended. The MASP’s
assistance with the application improves the chances that the campaign will be accepted the first
time, although it’s not a guarantee. Once payment is approved, your CSC is assigned as a random
code or a vanity code. A CSC can be ordered either on your behalf or directly by your company.
CSCs are required by the CSCA registry to be registered on behalf of the content provider, which
is the legal owner of the CSC and thus responsible for any disputes or changes.

3. [It’s important to clearly outline your campaign before submitting the application for a CSC lease
with the CSCA. For tips on submitting applications, see the Best Practices section at
www.mmaglobal.com/bestpractices.pdf. A later section of this primer provides more details about
the application.

Once the CSC application is accepted, the next phase is carrier provisioning and certification

4. When working with MASPs, you will seldom, if ever, have to work directly with an aggregator.
Many aggregators have the capability to be the application provider; however, the capability
varies from aggregator to aggregator. If you decide not to work with a MASP, make sure that you
review the aggregators’ capabilities and functions to assure that they meet your needs. Some
aggregators won’t work directly with a brand or a content provider. Not all aggregators will
submit your CSC application for you; however, it’s important to note that this often assures
acceptance of the campaign the first time. For a list of aggregators, see

http://www.usshortcodes.com/csc_find con_agg.htm .

Aggregators will typically work with a MASP, wireless carriers and/or you to provision your
CSC within the carrier network(s). Provisioning is the process of establishing and opening the
connection between the aggregator and each carrier’s network to allow for testing by the MASP
and prepare the application/campaign for certification. Aggregators are the first point of wireless
network connectivity. Carriers rarely allow brands or content providers to connect directly to their
networks.

5. Carriers have the right to accept or deny any campaign, hence the importance of clearly defining
your campaign in detail. If it’s not clearly defined and doesn’t follow the MMA Best Practices
Guidelines, it will be rejected, delaying your campaign. The application is reviewed for legal
risks to the carrier because they’re responsible for delivery to their customers. Depending on your
campaign goals, you may need to provision your CSC on multiple wireless carriers.

While the provisioning of a CSC does permit the delivery of the content or campaign to any of
the carriers’ subscribers, handset type, wireless plan, preferences, credit class and other variables
will limit your actual addressable base of subscribers delivered to the carrier’s or carriers’ entire
customer base(s). Instead, it often means that content can be delivered only to phone numbers that
have been white listed or pre-approved by the carrier(s). Provisioning is an interim step that
allows for testing and certification to occur. Once that’s complete, the campaign must be
certified. Certification is a process that includes testing the application, reviewing your campaign
to verify that it’s functioning and delivering content as outlined within your CSC application.

Mobile Marketing Association, June 2006 Page 6 of 19
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6. Once testing and certification are complete, you can launch your campaign. If you decide to
change the type of campaign, eco-system providers or its message flow, a CSC modification
request must be made to the CSC help desk which will then inform the carrier(s) and affected
ecosystem partners. Failure to submit this request will result in termination of the campaign.

CSC Types and Categories

All CSCs are five-digit numbers available in two different versions: random and vanity. Random CSCs
are numbers that the CSCA assigns to you following approval of your application. Vanity CSCs are
numbers that you select from a database of available CSCs. Before submitting an application for a
campaign that includes a vanity CSC, you must search the CSCA’s on-line database to determine its
availability.

There are two types of CSCs: Standard SMS, where there’s no charge for the content, and Premium SMS
(PSMS), where there is a charge. The way you use the CSC in an SMS campaign determines the CSC
type. For example, if you use a CSC to send messages that aren’t billed to the end user by the carrier, then
a Standard CSC applies. (However, keep in mind that depending on their rate plan, users still may be
charged for each SMS.) With a PSMS, the user is charged a fee for the content in addition to any basic
messaging charges that apply under their rate plan.

CSCs also can be grouped into use-case categories. Although agencies, application providers and carriers
may use different titles and definitions, the basic categories include:

iTV

iRadio

In-venue

Ringtones and graphics
Contest

Consumer packaged goods
Movie promo

Information & Entertainment
Alerts

Chat

M-commerce
Coupons/advertising

® ® & ® @ ° ° 0 @° o 0

SMS Information and Alerts

This is a “pull”-based method to deliver information, statistics and schedules about a certain topic or
event. Users text a keyword to a CSC and receive or “pull” instant news and information. Users can also
sign up to receive alerts on any topic — also known as “permission-based” services. Examples include
weather alerts, store openings, the winner of a baseball game and medical alerts.

Interactive Media
CSCs enable users to interact with mobile marketing campaigns. As a result, they’re a way for traditional
media channels - such as TV networks — to provide a new form of content interaction with current or

Mobile Marketing Association, June 2006 Page 7 of 19
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potential customers. For example, a radio station could use CSCs so that listeners can receive alerts when
their favorite songs are about to be played. CSCs can also give traditional media channels more options
for attracting new audiences and creating additional revenue streams. One example is promotional games,
which are a fun, interactive way to increase brand loyalty and awareness.

Tones and Images

Most cell phones sold over the past two years support ringtones and wallpapers. This content is ideal for
promoting a brand. For example, a record company could promote a new album by creating a CSC-based
campaign that distributes wallpaper photos of the artist and ringtones based on the album’s first single.

Mobile Tickets and Coupons

Using cell phones to purchase products such as songs and movie tickets is common, particularly among
younger demographics. Known as mobile commerce, or simply m-commerce, this approach includes
secure payments and delivery of the product — such as a song — directly to the handset. M-commerce is
extremely cost-effective and an excellent opportunity for cross-promotions and sponsorships. Examples
include tickets for sporting events, movies, hotels and transportation, as well as coupons.

Mobile Marketing Association, June 2006 Page 8 of 19
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~ Tips for a Successful CSC Application =

The first step in launching a CSC-based campaign is to register with the CSCA and then submit an
application documenting your program. The application-review process takes less than two business days.
Payment is due upon approval of the campaign, and a random CSC is not assigned until payment is
received.

Regardless of whether the application is submitted by an application provider, agency and/or aggregator,
it should be as detailed as possible. Insufficient detail, including not answering all of the questions in an
application, is the most common reason for rejection.

The application submitted to the CSCA differs from the Campaign Brief Application that will be
submitted to the wireless carriers via the MASP and/or aggregator. Every application provider, agency
and aggregator has its own format, and every wireless carrier has its own submission process. As a result,
approval at one stage doesn’t guarantee approval at other stages. The industry is working to streamline
this process and combining the application process. Until the new procedures are in place, it’s important
to work closely with your application provider, agency or aggregator because they have a greater
understanding of what the CSCA and wireless carriers will accept.

If you choose to select and contract with an MASP to work with you, you can expect the following:

e The aggregator will assist in creating a campaign brief for submission to the carrier(s). The brief
is based upon the application submitted to the CSCA and the information obtained from the
MASP.

The aggregator will submit the program to the requested wireless carrier(s).

The aggregator’s account manager will track the program submission, provide updates and
monitor launch process. They will also provide detailed reporting following launch at a pre-
determined interval as described in the contract.

If a wireless carrier rejects a program, you may be able to modify it to meet the carrier’s requirements.
Once the changes have been made, the program can be resubmitted to the carrier. However,
resubmissions aren’t prioritized ahead of first-time applications, so companies should be aware the second
review may result in delays for launching the campaign.

The campaign must follow the program brief that was approved, as well as the MMA Consumer Best
Practices guidelines. The carrier will test each aspect of the program, including billing. Once this testing
is complete, the program is considered “launched” and “live” on the network. The entire process can take
anywhere from one to over eight weeks, depending on the number of participating carriers and the
campaign’s use-case category.

Campaigns that have a detailed marketing campaign with an associated and committed ad support are
likely to be approved faster than those without a plan.
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MMA Best Practices - : i |

The aggregator submits the campaign to the carrier’s messaging organization, which reviews it for both
content and complexity. The submission is first checked for compliance with the MMA Consumer Best
Practices guidelines, and those that don’t meet the guidelines typically are rejected immediately.

For more information about the guidelines, see www.mmaglobal.com/bestpractices.pdf.

Carrier Content Standard Guidelines

Content is considered restricted if it contains any of the following:

Intense profanity

Intense violence

Graphic depiction of sexual activity

Nudity

Hate speech

Graphic depiction of illegal drug use

Any activities that are restricted by law to those 18 years of age and older, such as gambling and
lotteries

NoUA LN~

Campaigns that include restricted content or that violate individual carrier standards will be rejected
immediately. If the carrier’s department determines that a campaign may be in violation, it may ask other
members of the department to review it or send it to the carrier’s legal department for a formal review.
These additional review steps can delay approval.

Large-Volume CSC Campaigns : |

Some campaigns are referred to as “spike-inducing”, suggesting that they could produce sudden increases
in messaging volumes. One example is a CSC that TV viewers use to vote for a contestant on a show.
Within the hour or half-hour that the show airs, messaging traffic can increase suddenly and significantly.
Wireless carriers must be prepared for such spikes in order to ensure that messages aren’t lost or delayed.
Companies conducting CSC-based contests have a vested interest in helping carriers anticipate and
accommodate traffic spikes: For example, if the contest awards a prize to first 100 people who send a
message to a CSC, participants whose messages are lost or delayed are unfairly penalized.

Each carrier has different spike thresholds. Companies should be aware that if a particular campaign
adversely impacts the network, it may be rejected. When a spike-inducing campaign is submitted, the
carrier’s messaging department will work with its colleagues in other business units, such as engineering
and network operations, to determine if there will be problems once the campaign is underway. The
process of working with multiple departments may create delays in CSC approval.
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__Billing & Network Provisioning

After a campaign is reviewed for MMA Guideline compliance, content and network impact, it may be
subject to another review for billing, such as if it involves a new price point for premium campaigns.

This is especially true for campaigns that require aggregator involvement for supporting either a new
billing procedure, price point(s) or billing system. This additional step varies by carrier and may delay the
CSC approval process.

After the billing components are approved, the carrier follows procedures — which vary throughout the
industry — for provisioning the campaign on its network. Carriers often work with the aggregators for
notification of network readiness and end-to-end testing of the campaign, all the way out to the handsets.

Business Issue

The Aggregator model is the current business model for CSC campaigns.

Broadly speaking, under the Aggregator Model, carriers will not have a contract with you directly. Instead,
each carrier has a master agreement with each of their connected aggregators/MASPs, which will in turn
have a contract with you. As a result, the carrier does not have to contract individually with each of the
thousands of content and application providers seeking to have their campaign accessed via a CSC.

If you have not already chosen a connection aggregator/MASP, you should check with them to see how
they provide access to the carriers and geographic areas that you wish to market to. For more information,
visit the Connection Aggregator Information site at www.usshortcodes.com/csc_find con_agg.htm.

Depending upon the type of campaign you’re running, the type of messages involved (Standard or
Premium) and your agreement with your connection aggregator/MASP, you may be able to participate in
revenue sharing. The revenue share from the carrier to your connection aggregator/MASP is included in
their contract. That contracted share percentage will also vary by each carrier.
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Testing

Once the carrier messaging point of contact is made aware that the campaign is available on the network
(which may entail provisioning on multiple network elements), testing can begin. Testing ensures that the
language and content are suitable, program flow is logical, handset rendering (display) is proper,
keywords (including opt-out and help) work and the billing is functional.

The aggregator will be notified of any deviations or errors at this point. These may cause further delays in
the campaign’s launch. A program that passes testing is ready for launch, and the aggregator is notified.

Common Mistakes to Avoid - S

Below is a list of issues and mistakes that can result in the delay or denial of a CSC campaign:

Deviation from MMA Consumer Best Practice Guidelines

Violation, or questionable conformity, with Carrier Content Standard Guidelines
Spike-inducing or massive-volume programs

Unusual billing requirements

Network-provisioning considerations

Testing issues

Lack of forward planning or consultation of experienced partners

Technical aspects of your campaign are not in place well before the intended launch date.

® & & & & o 0 0
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CSC Requirements Checklist

The following items must be completed/ implemented in order for a campaign to be approved by carriers:

1. Terms and Conditions (T&Cs): All campaigns must have associated T&Cs. These can be
added to the message text. The most basic acceptable T&Cs must include billing rate, help
instructions and opt-out instructions. An alternative to using limited text messaging
characters to define the T&Cs is to include a URL in the message to a Web site that includes
the T&Cs. If the campaign is a sweepstakes, this is highly recommended because certain
carriers require an alternative way to enter the sweepstakes other than using the CSC.

a. It is recommended that if you choose to set up a Web site that you provide the
Té&Cs, as well as information about the campaign, the HELP access procedure
and opt-out information.

b. Include help and opt-out verbiage. All campaign messages must include the
methods to get help or opt out.

c. Help verbiage must include a phone number to get help, as well as an e-mail
address. If there’s a Web site established for the campaign that includes help
information, that site’s URL should be included.

2. Opt-out verbiage: Reply STOP to opt out must be included in all messages. If a user opt outs,
an opt-out confirmation must sent to the user and include help verbiage.

a. Opt-in All Contacts: All contacts must receive an opt-in message and be required
to reply with specified opt-in text in order to be added to the contact list for the
campaign. Sending messages to contacts that have not opted in is considered
Spam. Spam will not be tolerated and will result in immediate termination of the
campaign.

3. Define the message flow: For all campaign applications, you must define the flow of all
messages, including opt-in, confirmations, help and opt-out verbiage.

4. Help and opt-out functionality: Help and opt-out functionality must work for anyone,
including those not opted-in to the campaign.

5. CSCreceipt: If you choose to procure a CSC on your own, you will be required to submit a
copy of that receipt to the MASP.
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Acceptable Campaigns

The following is a list of acceptable campaigns:

1. Sweepstakes: Examples include giving away an item at a booth at a convention by routing sign-
ups through a CSC campaign and notification of the drawing time.

2. Voting applications: Examples include voting for your favorite booth at a convention or for a

favorite sports player.

Information alerts such as weather and road conditions

Downloads such as ringtones, music and graphics

iTV/iRadio, such as streaming audio/video and Podcasts.

In-venue

Movie promo

Coupons and advertisements

Chat

LN AW

ki - Unacceptable Campaigns

The following campaigns are not acceptable unless on a restricted content carrier that has implemented
the appropriate access controls:

Those that promote the use of illegal drugs.

Offering sexually explicit images, pornographic content.

Any content that facilitates or promotes illegal activity.

Prejudicial comments, communications and/or content that facilitates or promotes unlawful
violence, and/or discrimination based upon gender, ancestry, race, sexual orientation, religion,
marital status, age, disability, national origin, veteran status, creed or color.

=l b o=
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Information required for CSC Application

There are several components to a CSC application, and each serves a purpose through the ecosystem.
Hence the importance of providing as much detail as possible. One of the biggest frustrations is
successfully leasing a short code from the CSCA and then having the application rejected by a carrier
because insufficient detail was provided.

Below are the general categories that you’ll be expected to complete for a CSC lease.

Applicant details — This section of an application form lists the contact information for any questions
that the CSCA may have with the initial CSC application. The applicant also pays the CSC registration,
either for themselves or on behalf of the content provider.

Content provider details — This is contact information for the entity providing the content that will be
delivered to the handset. This information is used by the carrier to allow them to put the end user in
contact with the entity providing the content in order to allow resolution of billing or problems such as
opt-out and delivery failures.

In the event of any dispute, the CSCA looks to the Content Provider as the ultimate responsible and
decision-making party.

Application provider details — This is contact information for the entity that will be providing the
application infrastructure to deliver the messages to the aggregator for delivery to the carriers. This
information is important for carriers and aggregators because it tells them whom to contact if there are
problems with the campaign, such as messages not being delivered properly.

Connection aggregator details — This is the contact information for the entity doing the
connectivity/bind with the carriers. Carriers use this information when there are problems with a
campaign. As noted earlier, carriers don’t work directly with companies or content providers. Instead,
they work with aggregators, so this information needs to contain your primary contact at your aggregator.
If you are working with a MASP, you’ll need to get this information from them if you lease the CSC
directly from the CSCA.

Payment method — This information specifies how you will pay for your lease. Payment is expected
upon approval of your campaign application.

Term — This is how long you will be leasing the CSC. There are three options for the lease length. You
must stay current on you lease payment or the campaign will be shut down and you will have to start the
whole ecosystem over again. Failure to stay current on your payment will also put the CSC number back
into the number pool and could mean that you lose that number for further use.

Requested CSC — This section describes the kind of CSC you want to register. If you choose a vanity
CSC, you must verify that the number is available before requesting it.

Mobile Marketing Association, June 2006 Page 15 0f 19
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Application type — In this section, you must provide information about the campaign’s category type. For
example, you’ll need to select Contest if you are running a contest. This information is provided to make
it easy to identify and track the various types of campaign requested and used.

Duration — You will need to determine ahead of time how long you will be conducting your campaign.
This information helps carriers and the CSCA determine when a CSC will be available for re-use. You
will need to provide a start and an end date; however, it’s possible to select ongoing if you do not have an
end date determined.

Time of day/day of week — You will be expect to provide information on the day and week the program
will be available or unavailable. This information helps the carriers and aggregators to better understand
traffic/volume models of the campaign so that they can properly plan and scale their networks for
capacity needs.

Campaign advertising/marketing — When completing the CSC application, you must provide
information about how you plan to advertise the campaign. You will need to provide information such as
where it will be available for use, the distribution reach of your advertising and how you’ll be promoting
the campaign, such as in magazines or on TV. You also must provide details about when these materials
will be issued. This information helps aggregators and carriers better understand the needs of the
campaign in order to scale their networks to assure availability and deliverability.

Traffic volumes — It’s important to have an understanding of the expected traffic volumes the campaign
is going to create. It’s better to overestimate traffic volumes than to underestimate them. You also must
explain how you estimated the traffic volumes. For example, 5% of the print readership is expected to
participate, and the circulation of the printed material is 1,000 people, so it is expected there will be 50
people participating in the campaign. Of those 50 people, you will the need to define how many of them
are going to be participating from each carrier.

Step-by-step message flow — Before you will be able to lease a short code, you must fully develop your
campaign. To do that, you must think about every step the end user will go through as they participate.
Common practice is to use the terms MO (Mobile Origination) and MT (Mobile Termination). Both terms
define where the message starts from. An MO is a message that was generated by the end user from their
handset and is delivered to the application. An MT is a message that is generated by an application and is
sent to the end user. You also should provide a contextual description of the campaign. This information
is necessary for carriers to be able to understand the campaign and determine if it meets the best practices
guidelines.

Message rate — You will be expected to define the type of CSC you are planning to run: a Premium SMS
or a Standard Rate SMS. This information helps carriers and aggregators in handling billing for the
content delivery.

Help — You must provide information about how end users will be able to get help. If the end user
experiences problems, you are expected to provide resolution. You must provide information about how
they get this information within the campaign, as well as through a Web site and a toll-free number. This
information is required so that the carriers can point the end user to you if there is a problem.
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Opt-out — You will need to define the text for the opt-out message, which must include the help
information and a confirmation that the user has been opted out. Opt-out functionality must work for the
following keywords at a minimum: stop, quit and end.

Short description — You should provide a short description of a campaign within the application. This
short description is give to customer support within the carriers to better answer end user questions when
a customer calls requesting information.

B _ Definitions

v

Aggregator: Aggregators are the first point of wireless network connectivity. Aggregators work
with carriers to implement the functionality of a CSC.

Carrier: Wireless carriers that provide cellular service to their users.

Campaign: the series of messages and marketing activities that comprise a CSC campaign.
CSC: Common Short Code

CSCA: Common Short Code Administration

MASP: Mobile Application Service Provider

MO: Mobile Origination is a message that was generated by the end user from their handset and
is delivered to the application

YV V VYV VY

v

MT: Mobile Termination is a message that is generated by an application and is sent to the end
user.

» MMA: Mobile Marketing Association
» Opt-Out: The means by which the wireless subscriber takes action to withdraw permission.

» Opt-In: The process that requires the wireless user to grant permission to the party that wants to
send it information.

> PSMS: Premium Short Messaging Service require billing to the end user’s account by the carrier.
> SMS: Short Messaging Service
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FAQ

Z R

>R

> AR

>R

»R

How long will it take to launch a program?

This timeline depends on the application type and number of participating carriers. Assuming a fully
developed, ready-to-run program/application, it may be six to eight weeks (or more) from carrier
acceptance. Ifthe program is rejected during this process for any reason, the timeline obviously can
increase.

Once the program is submitted to the wireless carriers, how long will it take for an initial response?
All wireless carriers have their own review processes, but typically a response with an approval or
rejection will be within five to 10 business days.

How are programs tracked?

The MASP/Aggregator account manager will track all steps during the process of approval and
provisioning and is responsible for sharing this information with you in a timely basis as determined
during initial consultation. Most wireless carriers are utilizing online submission applications which
are accessible by the carrier operations staff at the aggregator. The program submission may be
viewed along with its status and forwarded to your account manager for tracking.

Can I get updated information on my submission at any time?

Typically the first week following submission there is little or no information to share regarding a
program. After the first week the account manager should have a status update on the whether or not
it has been reviewed.

What is acceptable content and what is not?

Each wireless carrier has their own specifications regarding content. Your MASP/aggregator knows
these specifications and is alerted by the carrier when changes are made. The account manager will be
able to share this information with you. Some examples of what is not acceptable by some carriers are
pornography, the use of firearms and tobacco and some religious content.

Q: What types of information must I provide in addition to the program brief description given to the

R 2R

CSCA?

The wireless carriers have individual requirements that must be fulfilled in order to launch a program.
The application for the CSCA may not provide the necessary level of detail to submit to the wireless
carriers but serves as a starting point for describing the program’s highlights and what it is designed
to accomplish.

At what point in time does my program development need to be finalized?
This date must be prior to the planned test date.

Why does my marketing plan need to follow the launch dates assigned by the aggregator?

If the launch process is delayed due to requested changes in the program by the wireless carrier, or
backlog in the aggregator or carrier’s internal organizations, the marketing release date may lapse
prior to launch. If a major ad buy is involved, the provider will need to have a clear understanding of
the launch dates in order to submit program applications with ample lead time to meet ad dates.
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Common Short Code Primer

Working with the account manager to identify solid release dates will alleviate many of these
concerns.

How long does it take to completely implement the provisioning process?

After a program has been approved and submitted to an aggregator, the provisioning process phase
will begin with the selected wireless carriers. Depending on each carrier’s provisioning cycle and
backlog, it can take anywhere from one to over eight weeks to be provisioned and certified.

=R

Where can I locate the Mobile Marketing Association guidelines?
Visit www.mmaglobal.com/bestpractices.pdf for the consumer best practices.

=R

Resources

CSCA (Common Short Code Administration), www.USshortcodes.com

CSCA (Connection aggregator list), http://www.usshortcodes.com/csc_aggregators.html
Mobile Marketing Association (MMA), http://www.mmaglobal.com/

Mobile Marketing Ecosystem, http://mmaglobal.com/modules/content/index.php?id=53

MMA Code of Conduct, http://mmaglobal.com/modules/content/index.php?id=5

MMA Consumer Best Practices, http://www.mmaglobal.com/bestpractices.pdf

Mobile Marketing Association, June 2006 Page 19 of 19
Version 1.0

Soft copy available at: http://www.mmaglobal.com/shortcodeprimer.pdf



ATTACHMENT C



§ cunees

...r.;'lr'na“ Consumer Best Practices Guidelines

Gee... asscctﬁmll tng for Cross-Carrier Mobile Content Programs (United States) DECEMBER 11, 200




[ L i
.:. m:r\-m
[ YT

Consumer Best Practices Guidelines

2.1 Unsolicited Messages.........coocoveevieiverinresicmsinsesimnressraesvessssesransssessans@ 1
2.2 Program Approvals....... .
3.0 Adveriing and Promotion..imissesmsresimismasis s ssanmi ]
B Bramples. .ol e i e g
4.0 Marketing 10 Children..............oiiiiiecte ettt 04
5.0 Free To End User (FTEU) Programs. .......c.c.ocvieiecerereissieseees s essiseeees 05
8.0 Opt-1 IV ... iinvammmevinasm s s ey e O
61 'Standard Rale Opk:inoeitciananimmmmmmen b ittt
6.1.1 Single Opt-in....

6.2 FTEU Opt-in..
6.3 Premium Rate Upt~|n N 1. WU O | |
6.3.1 Double Opt-in via SMSO?
6.3.2 Double Opt-in from the Internet..........ccocieivverieeeiccvcsnsnreenenn 07
6.3.3 Initial Opt-in viad WR......ccocoooieicirci e csreses s 0B
6.3.4 Double Opt-in via IVR (example)........ccccueirernvieicemieriiionsinsnsnnnnn. 08
6.3.5 Participation Television (PTV)
6.3.6 Opt-In for WAP SIES........ccovirriciiccrisiee s
6.3.7 Payment Failure..............c.cc....

9 0 Subscriptions.... -
9.1 Subscription Opt -in Measage iviRanasareareiins
9.2 Subscription Periods..........cccoorcvevcnnnnen.
9.3 Additional Content for WAP Subscmtams ............................................. 12
9.4 Subscription Billing Reminder Message............cc.ccocveereinnieieiiesianies 13
9.5 Terminating @ SUDSCTIPHON. ......cvcvvvveveieieeaemaene s rases s s essnsseresasesesens 13
10.0 Chat... eeeraiartanepiseees shtrrntnensaran srarqseranesubramtenass risnnsssrnsasasarsrasres 10
10.1 Typessf ChaL TS /U SN, 1
10.2 General Chat Gmdelunes .................................................................... 13
10.3 Chat Premium Billing........ccocrnvermerasorisiessemnssssssrssssssrssssssssssssssnns 14
10.4 Chat AQVEITISING. .......viuereseicreressiorssnssssrssessessssssssssssssssssssssenssnsss sossason 14
10.5 Chat Examples...
ey FINTT T TR S S LY NN . B S 15
11.1 Prompt Handling of Deactivation and Recycled Number Files..............cccc.... 15
11.2 Spending Cap LIMItS........cccervrecmieimerenniseeserrnmes s sesesesnse s sesssimnees 15
LB Bl FACR....e et cre s rre e srraesna s asae et st ss et s een e ms e 15
135,31 BB Do sCriphong s s msmmmiiipmossismssssiil 9
11.3.2 Bill-face Descriptor Beminders............cocecviiinriiceiernricnseirinenns 18
11.4 Dispute Resolution............ccccocu..
12.0 Word of Mouth Marketing
13.0 Content SPecific Programs. ....q it him s stonsisisinsmsssis 16
19,0 Effoctivenets DEba. ... s i e mb gt ivissssssmiea i b
10 0WHOWRB ATE. ... et ebtsee st seaseba e sae st srs savb e ses st ean 18
16,0 RBlOrBnCES .ot ce ettt et e an e e re s e ernarenn 18

The malerials found in this document ane owned, hekt, o icansed by the Mabiie Marketing Associalion and ar avaliabie for
parsonal, non-commercial, and educational use, provided that ownership of the malerials Is propery cled. Any commercial
Use Of the maherials, wRNOUL the wiTtien parmiasion of the Mcbile Markating Asscdation, is strictly prohibiiad.

© 2007 Maobile Markating Asscciaion, 1670 Broacwoy. Sute 350, Darwar, CO B202



@0
& MmMImaEx”

(Y. mobille marieting . . o
o assocation Consumer Best Practices Guidelines

1.0 Overview

The Mobile Marketing Association’s (MMA) Consumer Best
Practices (CBP) Guidelines provides a guide to implementing
shortcode programs, Interactive Voice Response (IVR) and
off-deck WAP sites in the United States market. Fundamen-
tally, the guidelines document is a compilation of accepted
industry practices, wireless carrier policies, and regulatory
guidance that have been agreed upon by representative mem-
bers of all parts of the off-deck ecosystem. While the MMA
CBP committee strives to implement policies that encourage
the growth of the off-net industry, the primary focus is on
consumer protection and privacy, as industry growth without
consumer satisfaction is not sustainable.

All parties involved in active programs, in the United States,
should be familiar and compliant with Consumer Best Practices
Guidelines and their practical implementation.

2.0 General Conduct

At 2 minimum, programs (including short code, IVR and WAP
sites) should be run in a manner that is congruous with the letter
and spirit of the MMA Code of Conduct for Mobile Marketing.
The Code of Conduct is located at:

http://www. mmaglobal.com/codeofconduct. pdt

At all times, programs must be in accordance with applicable fed-
eral and state laws, rules and regulations.

2.1 Unsolicited Messages
* Wireless subscribers have a right to privacy.

* Content providers must obtain approval from subscribers
before sending them commercial SMS or MMS messages
and other content.

* Subscriber approvals pertain only to the specific program
the consumer has subscribed to and should not be used to
promote other programs, products, or services, or to oth-
erwise send information of any kind that is unrelated to
that specific program unless the subscriber has opted in to
receive this information.

When keywords (such as YES or STOP) arc referenced in this
document, use of other languages is optional depending on the
target demographic for the program.

2.2 Program Approvals
* Shortcodes are approved and provisioned based on the spe-
cific program that was presented to the aggregator and car-
rier. If the content provider wishes to run new; modified, or
additional programs on the shortcode, they should submit

the additional program for approval to the aggregator/ carrier.

© 2007 Mobiie Morketing Associaion, 1670 Broodwoy, Sulle 850, Derwer, CO 80202

¢ For cxample, here are some changes and additions that
should be submitted for carrier approval (for a comprchen-
sive list, please refer to specific carrier policies):
- Pricing modification
- Addition or modification of sweepstakes to the pro-

gram

- Opt-in/opt-out logic change (not including keywords)
- Deviations from Consumer Best Practices

- Material ¢ in content

* Finally here are modifications that should trigger a notfication
to the carrier via the aggregator within five business days:
- Content provider care contact information

- Brand name changes
- Early termination of program

* FTEU programs require carrier approval, as specified in the
program approvals section of this document.

= The information submitted to the carrier for program
approval should include the estimated frequency with
which end users will receive FTEU .

- A formal restriction should not be placed on the num-
ber of messages which may be sent as part of an indi-
vidual FTEU program. However, carrier approval may
be given on a case-by-case basis for programs where the
estimated number and frequency of FTEU messages is
appropriate for the application and approved by carrier.

- Note that many potential FTEU applications will in-
volve event-triggered alert messages, the frequency of
which cannot precisely be predetermined.

3.0 Advertising and Promotion

When promoting programs, content providers should ensure that
their advertising in all forms is clear and conspicuous regarding
all torms and conditions associated with offer and adheres to all
state and federal regulations. This applies to all forms of market-
ing including affiliate marketing (as defined below).

* Terms & Conditions

- All advertising and promotional material clearly indi-
cates whether the service is a subscription.

- All material terms and conditions of the program are
clearly communicated with the offer.

- If T&Cs materially change the offer then they must be
highlighted and presented at front of offer.

- Prochecked terms and conditions are not permissible.
Consumer must indicate their acknowledgment of T&Cs
by manual sclection of the terms and conditions.

- Service availability, on a carrier-by-carrier basis, should

* All advertising, promotional material and program Help
mensages cleardly display the opt-out information.
* Program advertising or its placement should not be decep-
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tive about the functionality, features, or content of the un-
derlying program.

* If the subscriber will incur a charge, the subscriber must be
provided with notice of such charge, including, as applicable,
whether the charge will be billed on the subscriber’s wircless
phone bill or deducted from their prepaid balance.

* At 2 minimum, the following must be disclosed in all ad-
- Program pricing information is clearly and conspicu-
ously indicated.
- Subscription term and billing interval is specified/dis-
closed to customer.

- Notice that the charge will be billed on the customer’s wire-
less phone bill or deducted from their prepaid balance.

- Where applicable, the term “other charges may apply”
should be included in program promotion.

- Reference to website where complete T&Cs can be
accessed, where applicable. If the content provider of-
fers multiple services, separate T&C's per service should
be provided instead of generic T&C's that cover all of-
fered services.

- Substitutes for programs not available on some carri-
ers must be clearly and conspicuously indicated to the
subscriber prior to their enrollment in the substitute

program.

* These terms apply to WAP sites IF the subscriber is charged
for accessing the WAP site home (or landing) page. Other-
wise, all advice of charges must be clearly and conspicu-
ously presented within the site, as shown in the example
below.

« Affiliate Marketing is a process whereby a Content Pro-
vider provides financial consideration to one or more per-
sons or entities in exchange for their agreement to offer
Content Providens’ products and/or scrvices to users.

To ensure that products and services offered via Affiliate
Marketing are described clearly and accurately, Content
Providers cnglging in Affiliate Marketing agree that:
via the email channel shall comply with the
CAN-SPAM Act of 2003 (Controlling the Assault of
Non-Solicited Pornography & Marketing Act) and any
and all implementing regulations promulgated by the
Federal Trade Commission and the Federal Communi-
cations Commission, and;

- All Jump Pages and Landing Pages, (including but not
limited to pages that provide a mechanism for users to
make a purchase of Content Providers’ products and ser-

vices) must be controlled and monitored by the appli-
cable Content Provider for compliance to applicable law
and MMA Guidelines.

Content providers should withhold financial consideration
for non-compliance.
* Use of ‘Free’ and ‘Bonus’ Terminology
- The FTC defines the use of ‘free’ in its ‘FTC Guide
Concerning Use of the Word “Free” and Similar Rep-
resentations. The FTC defines ‘Free’ as:

» (Excerpt) The public understands that, except in
the case of introductory offers in connection with
the sale of a product or service (See paragraph (f)
of this section), an offer of “Free” merchandise
or service is based upon a regular price for the
merchandise or service which must be purchased
by consumers in order to avail themsclves of
that which is represented to be ““Free”. In other
words, when the purchaser is told that an article
is “"Free” to him if another article is purchased,
the word *“Free” indicates that he is paying noth-
ing for that article and no more than the regular
price for the other. Thus, a purchaser has a right
to believe that the merchant will not directly and
immediately recover, in whole or in part, the cost
oftheﬁ'eemercbandueot:emccbymu‘kmgup
the price of the article which must be purchased,
by the substitution of inferior merchandise or
service, or otherwise.

- The program is not promoted as “free” when premium
fecs are associated with the program that the subscriber
will pay with a reasonable level of participation in the
program.

- If there are obligations associated with the term “free’,
the full commercial offer should be disclosed in the
same manner at point of offer as the ‘free’ promotion.
The entire offer must be presented in same place (i.c.
banner ad, top of ad, etc)

- ‘Bonus’ or ‘Complementary’ are acceptable alternative
terms to the word ‘frec’.

* For FTEU programs, the advertised Terms and Condi-
tions:

- May disclose that standard carrier messaging charges
do not apply to messages received as part of the ser-
vice (where relevant, listing on a carrier-by-carrier basis
whether this applies).

- Should include guidance on the frequency with which
the subscriber may expect to receive messages for the
duration of the program. Note that for many applica-
tions this cannot be preciscly predetermined by the
content provider. In this case, the guidance should relate
to the expected message frequency under normal cir-
cumstances.
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* Sweepstakes and Contest Guidelines
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- Fundamentally all promotions and sweepstakes whether
offtine, online or mobile are marketing tactics that serve
larger branding and direct response goals. As part of the
larger marketing mix, promotions can enhance branding
cfforts, create lasting customer relationships, and activate
purchase.

- The mobile environment takes the promotional sweep-
stakes concept to the next level given the inherent per-
sonal, measurable and immediate nature a mobile device
offers consumers. In this environment, marketers can
create unique mobile experiences that are engaging, en-
tertaining, and rewarding for customers. The endemic
interactive and viral elements of a well executed mobile
sweepstakes campaign can efficiently drive participation
and achieve overall results that rival response rates of tra-
ditional and digital sweepstake programs.

- Additionally, there is a tremendous opportunity to col-
lect useful customer data for relationship marketing f-
forts as well as attitudinal and behavioral information to
inform strategic marketing (Consumer Best Practices
should be applied to the opt-in process for all mobile
promotional activities that have a secondary CRM goal).
The ideal mobile sweepstakes serves as a highly interac-
tive customer touch point supported by the larger media

- Sweepstakes and contests, including those conducted on
the mobile platform, are among the most regulated of
marketing tactics.

- Mobile Sweepstakes and Contests: Important Defini-
tions

> Swecpstakes - A sweepstakes is a legal game that
includes a prize, and a game of chance. No con-
sideration is allowed.

> Contest - A contest is 2 promotional mechanism
that includes a prize, and 2 game of skill. Con-
sideration is allowed, but there cannot be any cle-
ment of chance.

> Lottery - A lottery is a game that includes a prize,
a game of chance, and consideration. Federal leg-
islation and State laws govern (and disallow) all
lotteries for promotional purposes.

» Consideration - Although the definition of con-
sideration varies from state to state, generally,
consideration means that 2 willing participant is
required to purchase something or pay for access
to be cligible to cnter a game.

- Guidelines:

» Consideration may be monectary or non-mone-
tary (an example of non-monectary consideration

© 2007 Mobie Morkolng Associolion, 1670 Broodwoy, Sulte 850, Derver, OO 80202

3.1 Examples

Example of Good Advertising

The following example adheres to Consumer Best Practices
Guidelines because the offer and associated obligations are ex-
pressed in the same manner and the same location.

is a sweepstakes where the participant is required
to provide detailed consumer information to be
eligible).

All sweepstakes must offer an alternative method
of entry (AMOE). Allowing participants to enter
via mail, internet, fax or Interactive Voice Recog-
nition (IVR) via a toll free number are all forms
of AMOE. Although a standard rate SMS mes-
sage is cheaper than a stamp in most instances,
there is not yet an accepted legal precedent for
using SMS as an AMOE.

Anyone running a sweepstakes should seek legal
guidance when drawing up rules. This is espe-
cially important if premium SMS is being con-
sidered as part of the sweepstakes.

Poorly written and/or incomplete sweepstakes
rules can, and will, result in delays in carrier pro-
gram approval, even for non-premium sweep-
stakes.

Page 30k 18
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Example of Poor Advertising
The following example does not adhere to Consumer Best Practices
presed in the same manner and the same location where the initial
offer for free ringtones is disclosed.
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4.0 Marketing to Children
MMA Consumer Best Practices call for all participants in the ecosys-
tem to manage relationships with children responsibly including:

* The offering of programs that engage children in the
promotion/consumption of digital content of any type
imposes important cthical obligations, responsibility, and
sensitivity that all industry participants are expected to
uphold.

* All industry participants are expected to comply with all
applicable laws and industry standards dealing with chil-
dren and marketing, including COPPA. For example, al-
cohol, over-the-counter and prescription medication are
inappropriate to market to children.

All industry participants are expected to work actively to
ensure their activities and their businesses are consistent
with and supportive of the principles listed in this sec-

tion.

* In some cases, content providers may need to modify the
advertising language of the program if children are the
target market. For example, the use of exhortative lan-
guage such as “only” “just” should be avoided.

Masketing/ Advertising Guidelines for Short Code (SMS) and Mulsi-
media Messaging Services (MMS) directed to Children under 13

* All advertisements must clearly disclose in the audio and

visual that the service is a premium charge (when applica-

ble). The actual cost of the charge and, if applicable, the fact
that the standard messaging fees also apply must be cleady
disclosed in the audio and visual within the advertisement.

¢ The word “free” may not be used unless there are no fees or
charges associated with the service in accordance with the
Advertising and Promotion Section above.

* All advertising must clearly disclose in the audio and visual
that you must be 13 or older or have a parent’s permission
to participate.

* All advertising must clearly disclose the subscription term,
billing interval and information on how the charges will be
applied (i.e., that the charges will be billed on the custom-
er’s wireless phone bill or deducted from their prepaid bal-

ance).

* All advertising must clearly disclose all methods of cancel-
ing the service.

¢ Advertising must include a resource (such as a website or

toll free number) where subscribers can reference all terms
and conditions (website and/or toll free number).

* Companies must provide the following information to us-
ers before applying any premium charges:

- The costs and conditions of the service

- How to cancel the service
-~ Where to find all the terms and conditions (website
and/ or toll free number)

« Companies must offer subscribers the opportunity to cancel
the service at any time. Charges for services that are billed
daily may only be applied for services received up to the
date of cancellation.

Sample Language:

Standard mesaging rates apply. Call 888-888-8888/Txt HLP
to XU/ www. XXX.com for terms. .

You will be charged §. Call 888-888-8888/Txt HLP to
XXX/ www. XXX.com for terms.
Additional charges may apply. Call 888-883-8888/Txt HLP
0 XXX/ www.XXX.com for terms. [Disclose add’l charges
in message chain]

“You must be 18 or older or have a parent’s permission before
downloading.”

“Call 888-888-8888 or ot STOP to cancel.”

A T P 2
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5.0 Free To End User (FTEU) Programs

Not all carriers support FTEU messaging. An individual program
may be set up as FTEU on carriers which support the func-
tionality and standard rate (SR) on carriers who do not support
FTEU, provided that the application does not inherently have
to be delivered as FTEU (for example, for legal reasons). The
guidelines for FTEU programs and SR programs should apply
on cach carrier as appropriate. The following guidelines apply to
FTEU programs:

*» Charging Disclosure: FTEU MT messages sent to the end
user by the program should be disclosed as such. The prefix
“Free msg:” should be added to the message text. These
characters consume part of the total character limit for the
message.

* Help: Subscribers should be able to receive information
about FTEU programs, as per the guidelines in the section
“Help” in this document.

* Opt-Out Process: Subscribers should be able to stop par-
ticipation in a FTEU program when desired, as per the
guidelines in the section “Opt-out” in this document.

* Bill Face Descriptor: Carriers may choose to include bill face
in the section “Customer Care” in this document. In this case,
the descriptors should be clearly denoted as free of charge.

6.0 Opt-in Overview

There are three types of short code programs: standard rate SMS/
MMS, Free To End User (FTEU) SMS and premium rate SMS/
MMS. Each requires a different form of opt-in.

¢ Standard rate programs — require single opt-in

* FTEU programs — require single opt in

* Premium rate programs — require double opt-in
Regardless of type, the goal of any optein is to clearly commu-
nicate to the subscriber the obligation they are about to incur by
entering the program.
The following sections outline the guidelines associated with
cach form of program.

6.1 Standard Rate Opt-in
6.1.1 Single Opt-in
For standard rate programs, subscribers should indicate their will-

ingness to participate in a program and reccive messages from the
program as follows:

1. Subscriber initiates opt~in to Standard Rate Program through
a call to action (CTA)

Consumer Best Practices Guidelines

a. Subscriber may send a Mobile Originated (MO)
message from their handset to the short code
b. Subscriber may initiate opt-in from a web interface
¢. Subscriber may initiate opt-in from a WAP inter-
face
d. Subscriber may initiate opt-in from an IVR system
2. Program responds with pertinent phone, program, and con-
tact information via a Web/WAP/IVR/handset applica-
tion-based form.
This opt-in applics only to the specific program a subscriber is
subscribed to and should not be used as a blanket approval to pro-
mote other programs, products, and services. However, after the
subscriber has been given the complete details about the opt-in
scope, the subscriber may specifically agree via their handset to
receive other messages,
The following table is an example of a standard rate mobile mar-
keting campaign for “The Sandwich Shop Health Alerts.”

Table 1

Type | Sampie Text Charge
CTA | Promotion via Wab, ialevision, in-store promoting short code,
lay word, and T's and C's
MO | [keyword] (For example, SUB) Sd
MT | Thankyou for joining the Sandwich Shop Health Alert. Youwll | S

receive wesldy texis. See www.subshop.com for more info. To
opt out, reply STOP.

CTA = call 10 action; MO = mobile originsied message; MT = mabille terminalsd message

6.2 FTEU Opt-in

Single Opt-in

As with SR, programs, FTEU programs should be subject to sin-
gle opt-in mechanisms. The mechanism should be sufficient to
establish the subscriber’s willingness to participate in the program
and posscssion of the handsct. The opt-in applics to the specific
program and should not be used as a blanket approval to promote
other programs, products or services. Example interactions for
the permitted opt-in channels follow:
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Table 4: MO Authenticated Opt-In via Interactive Voice Response (call does
not originate from handset)
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Type
n "m‘“““;‘ﬁmm| w""""":'u CTA | Promotion via web, telewision, print, or
Terms and Conditons. haiin ﬂ“‘:"mn““m"""
MO ?.Mha“hnmmb [kayword) Std or FTEU MR | NR pressniaton provides detalls o
program, Terms and Conditions, and
MT Program responds with pertinent Froe mag: Thefor | FTRU opt-in process. Subscriber entars phone
program and contact information via joining ABC Bank number and, if necessary, selects
Mobile Terminated (MT) message. FTEU | dally balancs it cartler,
Chargig shoukt Be eckesed. N NT | Confimation message b subenticsls | Free meg: ABC | FTRU
s raceived. See handset. Bank daily balance
www.abcbank. S e Fapy 0%
com/imob for in. Lo
To cancel bt STOP. MO | Subacriber sends confirmation MO oK Suor FTRY
CTAmcal © action, MO=moble originatad maesags, MTwmoble taminated message Message 1 the shortcode.
MT | Program responds with pertinent Freameg T for | FTB)
program and contact information via Joining ABC Bank
Table 3: PIN Authenticated Opt-In via Web Mobile Terminated (MT) message. FTEL | dally balance bt
charging should be disciosed. alerts. No mes-
Type | Description Sample text Charge saging charges for
CTA | Websile with detalls of program and :umsu
Terms and Conditions. com/maob for info.
Web | Subscriber enters phone number and, if Yo cancel &t STOP.
NECesSary, sslects carmier on website. CTA=Call 10 aclion, MO=moblls originsied message, MT-moblle trminsied mecsage
MT | Program sends MT message containing | Free mag: ABC FTEY
PIN (a8 lest piace of information in mes- | Bank balance
3209) 10 handsel. tt alerts. Ondine Table 5: Single Opt-In via IVR {call originates from handset)
PIN:1234
Web | Subscriber enters PIN on websits and Type
coafims opt-in. CTA | Promotion via web, television, print, or
MT | Program respands with pectient Thw for jokuing ABC | FTRU in-store, ghing IVR phone number and
program and contact information via | Bank dsly balsnce deacription of program.
Mobile Terminated (MT) message. FTEU | b alerts. No mes- VR | VR presentation provides detalls of
charging should be disciosed. saging charges for program and Terms and Condions.
s raceived. See Specifies hat by completing the ac-
www.shchank. ceptance, the subscriber agrees 0 e
com/mob for info. Terms and Conditions. If necessary,
To canoel tdt STOP. subscriber selects carrier.
ClAmcall 1 aciion, MOwsmobille orignated meesags, MT=mobls ferrminalnd messege MT | Program responds with partinent | Free meg Thx for | FTRJ
program and condact information via Joining ABC Bank
Mobile Terminaled (MT) message. FTEJ | dally balance txt
charging should be disciosed. alorts. No mes-
saging charges for
teis recelved. See
www.abchenk.
comymab for info.
To canosl & STOP.

CTA=cal to action, MOwmoblle originated message, MT=maobile terminaled message

 Pamooite




Trpe | Description Sample text | Charge
CTA | Promolion via web, television, print, or
in-stors, leading 1o WAP Push SMS or
direct URL antry %0 reach WAP sits.
WAP | WAP sits presents detalls of program
and Terms and Conditions. Specifies
that by clicidng "Accept”, the subscriber
agress o the Terms and Condilions.
MT | Program responds with pertinent Free mag: Thefor | FTEU
program and contact information via joining ABC Bank
Mobile Terminated (MT) message. FTEJ | dally balance
charging should be disclosed. alorts. No mes-
saging charges for
s received. See
www.abchank
com/mob for info.
To cancel b STOP.
CTAmcal %0 acton, MO=moblle originated message, MT=mobils tarminated message

6.3 Preminm Rate Opt-in

6.3.1 Double Opt-in via SMS

Premium subscribers must positively acknowledge the acceptance of a
premium charge before premium charges are applied to their account.
The first time a subscriber participates in any premium program, they
should be Mlmmd to double opt-m'ﬂmmmiwﬁ.nﬁ

m. Sapanu pmgrnrs,mntfdxcym cﬁ'cmd on thesanr
shortcode, require 2 separate double opt-in. The content provider/ag-
gregator is responsible for tracking program opt-in information by
subscriber.
There are two mechanisms for acceptable opt-in activity: Web-based,
and handsct-based. In all instances, however, the subscriber must take
in the double opt-in flow, the following information (at a minimum)
must be provided to the subscriber:

* Identity of program sponsor—Defined as the organization

that markets the program.

* Contact details for the program sponsor—Either a toll-free
number, HELP via text message or a website address.

* Short dexcription of program—For example, Fun Stuff Pre-
mium Chat.
* Pricing terms for the program—For example, $0.99 per
mobile originated message; $3.99 per month.
+ Opt-out information.
YESY, GO, OKAY, OK, K, OK., SURE,YERYEAH
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The following table is an example of 2 one-time premium weather
memsage (transactional program):

Type | Sampie Text Charge
CTA | Promotion via Web and television; promoting short code,
kayword, and Ts and C's
MO | [keyword] (For sxampie, Weather New York, NY) Sy
NT | You have requesied & ane-lme weather message from S
[sponsor] of $0.75. Respond with Y if you wish 1o receive this
message. 588-556-1234 Reply STOP b Stop.
MO Y su
MT | Your forecast for New York, NY. Today Sunny 64F, Tonight Rain | Premium
45F, Tomorrow Sunny 75F. (80.75). 888-555-1234 Reply
STOP o Stop.
CTA = call 10 action; MO = moblie criginaied message; MT = mobille tarmineted messsge

The following table is an example of charges the next time the same
subscriber tries the same program:

Tahle 8

Type | Sample Text Charge
CTA | Promotion via Wab and television; promoting short code, key
word , and T's and C's
MO | fkeyword] (For exampis, 36 New York, NY) Su
MT | Your forecast for New York, NY. Today Sunny 64F, Tonight Rein | Premium
45F, Tomormow Sunny 755, ($0.75). 888-555-1234 Send
STOP 10 Stop.
CTA = call 10 action; MO = mobile originsied message; MT = mablle larminaiad message

6.3.2 Double Opt-in from the Internet

from the Internet. If the second opt-in is from the Internet, the con-
tent provider munt positively confirm that the authorized subseriber
acknowledging the opt-in. This can be done using a web-based PIN
or phone MO message. This message must also include program pric-
ing and terms, and opt-out information. The PIN code manst be the
Last piece of information provided in the PIN confirmation message.
In addition, the content provider should usc this channed to provide
more detailed information about the program. Regardless of the web
opt-in details, the goal is that the entire terms of the offer must be dear
to the subscriber through the process.

The following table s an example of a subscription program with web
sign-up:




T
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Type Semple Text Charge
cn Detalled Web site with Ts & Cs, apt-out, pricing, promo-

tion detalts
Web input by | Provides required information. Clarifies that this is NA
Subscriber | a premium program, that charges will be billsd 1o

subacriber’s cell phone bill or deducted from cell phone
prepaid account, confirms duration, eic., and specifies
that by completing the sign-up, the subscriber agrees
otheTs & Cs.

MT Password and other program detalls (pricing, temns, Sy
opt-out commands) sent to phone <update>

Wabinputby | Subecriber inputs password and completes sign-up, NA
which states that they agree to the Ts & Cs.

MT You are now subscribed 10 ABC program. Thisisa Premium
subacriptions program biled at $4.99 per month. For
more info go o www.abc com. To opt out sand STOP
atany #me.

CTA = cail fo action; MO = mobiie originaied message; T = moblle terminatad meesage

€.3.3 Initial Opt-in via IVR

Some consumers prefer to initiate new SMS services from an [VR
(Interactive Voice Response) platform.  The IVR phone number is
used in the providers call to action. The IVR system educates the
put to record initial opt-in. The IVR. will then send an SMS to the
request. The reply to this second opt-in request must originate from
the subscribers handset.

Regardless of the opt-in proces, the goal is that the entire terms of the
offer must be clear w the subscriber through the process.

The following table is an example of a program with IVR. sign-up:

Table 10
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In certain instances, mdividual carricrs may approve complete registra-
tion to occur on IVR on an individual case basis. The below example
is provided as a guideline.

6.3.4 Double opt-in via IVR (example)

Some mobile related services are initiated from an IVR. (Interactive
Voice Response) platform. An IVR. phone number (800 number, lo-
cal numbser, premium rate number, pound (#) code or other) is used
in the providers’ call to action. When the user selects to purchase the
product or service (initial opt-in), the IVR should oudine the service
and offer details and subsequently ask the user to confirm their pur-
chase with a key press (secondary opt-in). The user’s input must be
captured to record his consent. The IVR should then send a confir-
mation MT message to the users handset. In cases where the number
the user is calling from differs from the number the service should be
credited to (for example in the case of land-line callers); a PIN verifi-
cation message has to be sent out by the IVR to the mobile number
the service will be billed on. The user must input the PIN into the
IVR system prior to the provider initiating and billing the service. In
the case where content is purchased, users should be informed of the
next steps to download and install their new content on their phone.
Users should be re-informed of how to call back and get help in case
The following table is an example of a program with IVR sign-up:

Tahle 11

Type Sampie Text Charge
CIA Promofion via Wb, TV and Radio; includes MA phone

number, descriplion service, pricing disciosurs and T3C's
IVR selection | identtly the program, provide for selection of content. NA

MR Double | Clarifies that this is a premium program, that charges | SW
opt-in will be billed 10 subscriber’s cell phone bl or deducted
from cell phone prepeid account, confirms duration,
w#ic., and specifies that by compieting the acceptance,
the subacrber agress 1o the Ts & Cs.

Conlent Voice instruction for the delivery of content and then the | NA

VR for Inkial Opt-in; SMS for | IVR utilized for both Delivery delivery of content. {For example audio starts )
o= NR plays offer IVR plays offer CTA = oall 1o action;
D h%””“‘m me W'hkd)ﬁemd:ﬁ‘uc::mho&ofmbmib;m:dﬂ;myw
to say the same thing, the basic tenet should required
o<l i sl e information lised above is delivered to the subscriber in a cloar and
Secondary | MY SMS requests subscrber B roply | VR prompts subecrber o macrbiggaous s nier
Ootdn for 39cond opt-in confirming their ac- | confirm thelr acceptance 6.3.5 Participation Television (PTV)
Ouptance of program obligations of program chgutons Participation TV allows home viewers to interact with the TV program
w Subscriber replies with MO mm via their mobile device, There are three types of PTV programs.
P =y * Standard Rate SMS ~ consumer is charged their agreed stan-
subscriber with relevant dard message rate.
* Premium Rate SMS — consumer is charged 2 premium
charge plus standard rate message
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* FTEU SMS (On sclect carrier approved on an ICB) - the
subscriber is not charged.
When there is a premium SMS rate associated with the PTV program
there is a possible exception to the double opt-in rule. The following
pricing elements below should exist and the call to action should con-
* A Mobile Originated message with a2 premium price of
$1.49 orless.

* Interaction is transaction-based messaging, not subscription.

* A thank you message, including advice of charge, should be
sent following the MO. This is also where textual content
can be added as well as the opportunity to ask if the partici-
pant would like to receive more information from the show.
This message can be truncated not to exceed 320 characters
(2 SMS messages).

* If there is a limit to the number of votes a subscriber may

submit to the program, this limit needs to be communicated
once the subscriber has passed the limit.

* On-air call to action and advice of charge needs to be clear
and conspicuous.

- Premium charges must be induded in the first line of the
CTA.

- The first call to action must include both verbal and visual
instruction on program pricing. Subsequent calk to action
may be visual only given that if the program extends beyond
60 minutes, one verbal call to action must be included cvery
half hour.

- If there s 2 time frame to enter it should be included in

- Call o action should communicate the location of legal
terms and conditions and FAQs (Frequenty Asked Ques-
tions).

- Visual call to actions should uwse 2 minimum of 22 or 23
scan lines or font size of 12 in order to ensure the detaiks are
legible in the CTA, when used in conjunction with a verbal
call to action and be onscreen for 3 seoonds for the first line
of text and 1 second for cach additional line. A minimum
of 23 scan lines should be used when the call to action does
not include a verbal call to action.

textual language that should be included in the CTA by tariff type:
Examples:

Standard Rate —You have up to two hours to vote and may vote
many times as you like. Standard text messages rates apply.

Premium Bate (no sweepstakes component) ~You have up to two

hours to vote, 99 cents per vote via text, standard messaging rates apply.

You can vote up to 10 times.

Premyum Rate (with sweepstakes component) You may have up to

24 hours to enter.  Entries via text cost 99 cents plus standard rate

messaging or You can go to www.xyz.com to enter for free. You may

enter up to 10 times regardless of method.

6.3.6 Opt-In for WAP sites

Access to content presented in the form of browse-able WAP sites

may be initiated by SMS shortcode, by WAP push from a PC internet

site, by direct entry of a2 URL, by dicking a search link, etc. While

opt-in may not originate through an SMS shortcode, subscribers are

still billed “on-net” through PSMS or direct carrier billing connec-

* The same opt-in rules apply for WAP sites as for SMS pro-

gram double opt-in IF there is any charge associated with
accessing the first page of a WAP site presented when the
subscriber selects a service message (embedded link or WAP
push message), or browses to that page by any other means.

* There is no requirement for opt-in text messages IF the first
page of a WAP site presented to the user docs not incur a
charge, and any subsequent charges are clearly set-out, re-
quiring an explicit user action as described below.

* Before any billing events can be generated, the advice of
charge must be presented clearly to the customer, in substan-
tially the same format as the payment flow shown below.

* There must be an explicit “Buy” button visible to the user
on the first screen of the payment details page. Only when
the user clicks this button should a billing event be gener-
ated.

* There must be an explicit “Cancel” button available to the
user on the first screen of the payment details page immedi-
atcly below the Buy button and visible without requiring
the user to scroll down the screen.

* There must be an explicit “Terms and conditions” link avail-
able to the user, listed directly after the “Cancel” button. The
Terms and conditions page shown to the user should contain
at 2 minimum the following information:

- That the payment will be made to the subscriber’s wircless
phone bill

- That the user will be advised of all charges before being
billed

- The description that will appear on the subscriber’s phone bill

* There should be a link providing customer care contact in-
formation and advice that other ancillary charges, such
carrier data charges, that may be incurred.
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Examuple of Opt-in for WAP sites | 6.3.7 Payment Failure
. Best practice includes ensuring that the consumer is advised of any
failures in the WAP payment flow: A payment failure page should be
presented in the event that the billing request is unsuccessful.
* The page should contain the text set out in the example
below.

* There is an optional field to provide more detail on the
reasons for failure (out of funds, unsuccessful connection,
etc.) where the billing platform provides this informa-
tion in real-time.

* Clicking “Continuc” from this failure page should take
the user back to the content provider site.”

6.4 Third Party Lists
* Selling opt-in lists is prohibited.

* Beyond violating the subscriber opt-in policy, sending
messages to third-party lists is not an effective interactive
marketing tactic.

6.5 Additional Opt-in Considerations

* Carrier ability to waive double opt-in—In certain in-
stances, carriers may waive the double opt-in on a pro-
gram-by-program basis.

* Program flow and information must not be misleading in
any way.

* Because opt-in and opt-out messages are administrative
in nature, they should not result in any premium charges
for the subscriber.

* When a subscriber ports his/her telephone number be-
tween carriers, he/she should be required to re-opt-in to
all shortcode programs.

* Opt-in expiration for interactive programs—If a sub-

o 0t
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scriber is inactive in any program for six months, the opt-
in should expire. At that time, it is permissible to send
the subscriber one final MT message notifying them that
his/her username and other subscription information
will be deleted from the program. No messages to the
subscriber after the expiration are permitted. This provi-
sion does not apply to programs where the subscriber
may have stored value (i.c., remaining credits) with the
content provider.

Opt-in and Opt-out records - including single, double
and triple opt-in records - should be retained for a mini-
mum of six months after the subscriber has opted-out of
the program. These records should be made available to
the aggregator or carrier upon request.

7.0 Help

It is important for subscribers to understand and be in control
of their participation in shortcode programs; therefore, program
information should be transparent. Regardless of manner of en-
try for a subscriber, help messaging commands, phone numbers,
URL’, and email address’ should result in the subscriber receiv-
ing help with their issue. Dead ends that do not the result in the
ability for subscribers to resolve their issues are not acceptable.

If the shortcode has multiple programs (keywords) on the same
code, the application should respond in one of two ways:

* If the subscriber has opted in to only one program, the applica-
tion should supply the information for the program the sub-
scriber is opted-in to,

If the subscriber is opted-in to multiple programs, the application
program they would like help on.

These messages should no result in premium charges to the subscrib-
er’s bill. Reespomses to help should be available to anyone who requests
should respond with the program detaibs listed below when the sub-
scriber sends the keyword HELP to the program shortcode.

* Identity of program sponsor—This is defined as the brand asoci-
ated with the progyam.

* Contact details for the program sponsor—Either a toll-free num-
ber or Wb address.

* Short description of program—For example, Fun Stuff Premium
Chat.

originated message; $3.99 per month.
+ Opt-out information.

* Should there be multiple programs running on the shortcode, the
subacriber can be directed to 2 Wb site, WAP site, SMS quiz sos-
sion, or toll-free number that provides a better customer care
experience, as long as basic information about the program i in
the help reply message.

* Where there is no shortcode initiating access to the service, help
must be provided as 2 link from WAP payment presentation pag-
¢s.This page containing help should, at a minimum, identify scr-
vices that are currently opted into, opt-out (cancellation) infor-
mation, pricing and payment terms. It is recommended that a
PC-accessible web site is provided into which a user entering
their cell phone number can retrieve detailed information on all
live services provided by that program sponsor.

* Subscriber must be able to reach customer service through the
IVR for assistance with the [IVR. mobile program.

¢ Privacy statement, if applicable.

* A subscriber can receive help information by sending the word
HELP to any program. HELP or HLP key words should work
for all subscriber requests.

The HELP message response will go to the users whether or not they
are subscribed to the service.

8.0 Opt-out
It s fundamental to the concept of control that a subscriber maintains
general rules govern program opt-out:
* Upon cntering the program, the subacriber must be told how to
opt-out of the program.

* A subscriber can stop participating and receiving mesages from any
program by sending STOP to anry shortoodes wed for the program.
END, CANCEL, UNSUBSCRIBE or QUIT should also be opt-
out words for all programs; however, content providers should frature
the word STOP in their advertising and messaging,
- If the subscriber is participating in nultiple programs on the
shortcode, either the most recently used program should
be terminated or the subscriber will be told which pro-
grams he/she is subscribed to and will be given a choice of
program(s) to terminate.
- Any of these words followed by the word ALL should ter-
minate all programs from that shortcode to the subscriber.
- Programs can support other opt-out words, but they must
support these five words.
- This STOP command applics to all programs, including
one-time use programs where the subscriber will not re-
ceive additional mesmages. This is to avoid subscriber confu-
sion around the use of the STOP command.

W“""
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- The STOP command should never result in an error being
sent back to the subscriber.

* These words should support mixed case and ignore subsequent
non-keyword text.

* When sent, these words cancel the subscriber’s previous opt-in

* An MT message confirming the opt-out should be sent to the
subscriber. This should not be a premium message. This message
out from. No further messages should be sent to the subscriber
or unrelated programs.

* No additional premium charges should be applied to the sub-
scribers acoount after the opt-out command is received from the
subscriber.

* Any IVR system that offers the possibility to opt-in to a mobile
service must abso offer the possibility to opt-out. This should be
avaikble through the IVR, customer service, a web site, or SMS.

9.0 Subscriptions
A subscription program is any program the subscriber opts-in to
where the result is that the subscriber passively incurs premium or
standard charges over time for content delivery. There are two kinds of
becrintion )
* A program for a sct period of time, such as onc month.
* A program for a set number of uscs, after which the subscriber
may be charged for another “bucket” of uses.
9.1 Subscription Opt-in Message
In addition to the information required in the double opt-in mecha-
nisms above, the opt-in flow for a subscription program must ako
include the following:
* ldentification of the program as a subscription and the
billing interval.
* Contact details for the program sponsor—Either a toll-
free number or a Web site address for opt-out details.

The table below is an example of a horoscope program (subscription):

Table 12

Type Sample Text Charge
CTA

MO Beyword] For exarple, *ASTRO") So

NT Plaase reapond with Y 1o receive this program. By doing Su

this you agres © pay 2 mity fee of $1.99 for dally slerts.
808-556-1234 Regly STOP 10 Stop.

Table 12 Continued

MO Y Su

MT You are now subscribed to ABC horoscopes. For more | Premium
info go to www abcharoscope.com. To opt out send
STOP at any time.

CTA = cail 10 3c8ion; MO = mabile originsled meesage; MT = mablile terminaied meesage

9.2 Subscription Periods

Subscription periods should not be longer than one month. Re-
gardless of the subscription period (daily, weekly, monthly, for
example), the subscriber should be notified of the subscription

pricing in conjunction with the subscription period.

The following table is an example of a daily joke program (sub-
scription):

Table 13

Type Sample Text Charge

CTA

MO [keyword] - (For xample, *JOKE") Sut

MT Welcome 2 Joke of the Day! U will be charged $.304dey | Sid
fequais $9/miy. To acoept, reply YES. To apt-out @ any
fime, reply STOP. Mare ihfo www.jokes.com

MO Y Su

MT You are now subscribed o the Dally Joks. For more Premium
info go o http//www.abcioke.comy/. To opt out send
STOP at any fime.

CTA = ol 10 8080n; MO = mobile oripinaied message; MT = mablie larminaied message

9.3 Addisional Content for WAP subscriptions

For subscriptions opted-in to through the WAP flow, the advice
of charge page shown below must be presented to the subscriber
by the content provider. This page describes the purchase terms
of the subscription including the billing frequency and the pur-
chase link name is changed from “Buy” to “Subscribe”.

The purchase confirmation page should be set out as in the ex-
ample illustrated. The page must contain confirmation of the
charge and the activation of a subscription. It must also contain
advice of how to terminate the subscription using the STOP
command.”
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9.4 Subscription Billing Reminder Message

Before the program is renewed, or at a minimum of once per
month, a renewal message must be sent to the participating sub-
scriber’s handset containing these details:

* The name of program

* The fact that the program is a subscription and is being renewed
* Billing period and advice of charge for the program

* Opt-out details

Type Sampie Taxt Chamge
MY Thanks for your continued subscription 1o XYZ Alertsl A | S

$5.90 charge will show on your naxt wireless bifl for the
nect month. Reply STOP at any me b cancel.

This information may be supplied in other program-related
messaging to the handser but should coincide with the sub-
scription anniversary.

Each subscription service must be renewed independently of
when the subscription was originally ordered.

9.5 Terminating a Subscription
Subscribers should be able to terminate their participation in

a subscription program as specified in the section immediately
above. These requirements also apply to terminations of sub-

scription programs:

* When a subscriber opts-out of a program, no further pre-
mium charges should be submitted by that program for that
subscriber.

¢ There should be no minimum subscription periods for
any program. For clarity, this does not mean that pro-ra-

tion is required.
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message, but originate for example from a direct URL entry or
search link to a WAP site, the payment advice page must clearly and
¢ ldentification of the program as a subscription and the billing
interval.
* Contact details for the program sponsor—Either a toll-free num-
ber or a Web site address for opt-out details.

¢ Termination details. This should include use of the STOP
command or its variants, as set out above, and a mobile or PC
web site where the user can list live subscriptions and cancel
any or all of these.

10.0 Chat

10.1 Types of Chat
There are two types of chat: one-to-one and group (or com-

munity) chat.

* One~to-One—These chat programs come in two types:
Peer to Peer or Operator Assisted.

- Peer-to-Peer chat programs include interactions
between two individuals, neither of whom is a paid
“chat professional”.

- Opecrator Assisted chat programs are all chat pro-
grams that are not peer-to-peer. For Operator As-
sisted chat, the interaction should be a one-to-one

message ratio.

* Group/Community Chat—Group chat programs are typi-
cally designed 3o that multiple chat participants may interact
with cach other during a chat session. As a result, many pre-
mium mesages are distributed to an end user after the end
user has initiated interaction with 2 member of the group.

- Group chat programs must be monitored 24x7 by chat
- The number of participants in a group chat session should
be limited to provide a good subscriber experience.

10.2 Gewemsl Chat Guidelines

* Bots should not be used in chat. This does not apply to registra-
tion or administrative chats or to match interactions.

* Chat participants should have the ability to report and block
members whose activities are perceived as abusive, threatening, or
inappropriate, or that promote illegal activity.

* Administrative messages associated with opting into the program

* For chat programs, the subscriber should be opted-out after 90
scriber of the opt-out may be sent.

; Page 13 of .
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* Ifa match notification service is offered as part of a chat program,
should be obtined from the subscriber for this service. At a
maximum, two premium messages—or five standard rate mes-
sages—of this type may be sent in a 24-hour period.

10.3 Chat Premium Billing

Subscription, bundle, or per-message billing are billing options
given when the subscriber is notified and opts in for $25 in pre-
mium charges. The policy on spending cap limits is set by indi-
vidual carriers. These guidelines are intended to support policy
synchronization to enable a consistent customer experience and
enable more efficient compliance and monitoring. The guidance
is as follows:

* Spending cap limits are set on a per shortcode basis

* Spending cap limits are based on an operational month based
on date of initial sign-up (example: user signs upon April 4th,
all months will end on the 4th of cach month)

* There should be an additional opt-in required from the sub-
scriber once they have reached $25 of premium charges on
a shortcode, with additional opt-ins required from the sub-
scriber every $25 of premium charges incurred thereafter.
These additional opt-ins are referred to as triple opt-ins.

» Triple opt-in messages should express cumulative premium
charge dollar amounts reached (for example $25, $50), not
the number of messages billed.

* No MTs should be sent to the subscriber other than a con-
tinuation message until the subscriber has replied affirma-
tively. If the subscriber tries to chat without opting in, addi-
tional continuation messages or solicitations may be sent. If
the subscriber does not attempt to chat, no additional mes-
sages should be sent, This chat participant should be consid-
ered in a PAUSED status.

» HELP and OPT OUT keywords should be included in the
continuation message.

* If the subscriber does not reply affirmatively to the continu-
ation miessage, the system should pause until the subscriber’s

Consumer Best Practices Guidelines
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anniversary date.

* Suggested keywords are the same as the opt-in keywords
defined carlier in this paper. In addition, MORE, ADD or
CONTINUE should be supported as re~opt-in words.

* Regardless of the subscriber’s status, he/she should be able to
opt-out of the program at any time.

* While the subscriber is in PAUSED status, no premium
charges should be applied to their account.

* The content providers should not be allowed to queue mes-
sages to send to the PAUSED subscriber for re-transmission
later.

e s
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Type Charge

MO fany text while number s in PALISED status at $25 level] | Sid

NT You've sent $25 in mags this month. To keep chatiing reply | Std
MORE or walt unil 12/12/05 b resume chatting. Reply
STOP 10 opt out or HELP for inbo.

M0 MORE Su

MT Thank you. You may now continue chatling with other | Std
users. Reply FIND for your maiches or MENL for more
commands.

MO [ary taxt while number s in PAUSED status at $50 level] | Std

NT You've sent $50 in mags this month. To keep chafting | Sud
reply MORE or wait untl 12/12/06 1 resume chatting.
Reply STOP f0 opt out or HELP for info.

MO MORE o

MY Thank you. You may now continue chating with other | Sid
users. Reply FIND for your maiches or MENU for more
commands.

MO [arry text while number is in PAUSED status at $75 level] | S

uT You've sent $75 in megs this month. To keep chatting | Sid
raply MORE or wait unlil 12/12/05 1 resume chatting.
Reply STOP 10 opt out or HELP for info.

MO MORE Sl

NT Thank you. You may now continue chatling with other | Sid
users. Reply FAND for your maiches or MENU for more
commands.

MO [any teat whils nusmber i in PAUSED stahs at $100 lewel] | S

NT You've sent $100 in megs this month. To keep chating | Sud
reply MORE or wait unll 12/12/05 1o resume chatting.
Reply STOP 10 opt out or HELP for info.

MO MORE Su

MT Thank you. You may now continue chatiing with other | Sd
users. Reply FIND for your metches or MENU for more
commands.

MO = moblle erigineted message; MT « moblle iermisaled message

10.4 Chat Advertising

* Advertising for chat programs should not imply unapproved

content.

* For operator-assisted chat, appropriate disclosure should be
made in the advertising and terms and conditions of the pro-
gram.

- Example disclosure wording: This program employs op-
crators who are paid to participate in chat.
10.5 Chat Examples
The following are examples of unacceptable double opt-in
language:

* “Thanks for participating in ABC chat. Participation will




cost $0.99 per MO menage. Enjoy!”
Issue—No confirmation prompt.

* “Thanks for participating in ABC chat. Your first 3 mes-
sages are free. Enjoyl”

Issues—No clear clarification of pricing; no confirmation
prompt; misleading.

* “Thanks for participating in ABC chat. Reply with your
screen name to begin chatting with a bunch of really inter-
esting people who will like you. Each message costs $0.99”
Issues—Misleading: “really interesting people who will like
you”; not clear that by responding subscriber is opting in.

* “Thanks for participating in ABC chat. Participation is free
except for every third message that will be charged $9.99.
Reply withY to start!”

Issue—Misleading pricing.

11.0 Customer Care

11.1 Prompt Handling of Deactivation and Recycled
Number Files

To the extent that carriers supply deactivation and recycled num-
ber information, Content Providers and Aggregators are required to
have appropriate and effective systems and processes for managing
processes should be designed to ensure that mobile content pro-
grams subscribed to by previous holders of a specific phone number
do not continue %o be delivered or billed to a subsequent holder of
that number when it is reassigned. Content Providers and Aggrega-
tors should process deactivation information within three business
days of reccipt.

11.2 Spending Cap Limits
Spending Cap Limits for non-chat programs:

* The policy on spending cap limits is set by individual carri-
ers. These guidelines are intended to support policy synchro-
nization to enable a consistent customer experience and en-
able more cfficient compliance and monitoring. The
guidance is as follows:

- Spending cap limits are sct on a per short code basis

- Spending cap limits are based on an opcrational month
based on date of initial sign up (example: user signs up
on April 4th, all months will end on the 4th of each
month)

- Spending cap limit is suggested to be $50 for non chat

» There should be an additional opt-in required from
the subscriber once they have reached $50 of pre-
mium charges on a shortcode, with additional opt-
ins required from the subscriber every $25 of pre-
mium charges incurred thereafter. These additional
opt-ins are referved to as triple opt-ins.

Consumer Best Practices Guidelines

> Each carrier may have their own policy regarding
hard spending caps (i.c. spending limits that can-
not be exceeded, regardless of additional triple
opt-ins), check with your aggregator for details.

> Triple opt-in messages should express cumula-
tive premium charge dollar amounts reached (for
example $50, $75), not the number of messages
billed.

Spending Cap Limits for chat programs:
* Utilize policy from prior section

Type Sampile Taxt Charge
fopt in to program according to MMA guideiines]
fafter 350 lovel is reached] su

MT You've received $50 in services this monihly period Su
ending 12/12/08. Reply YES 1o continue. Reply HELP
for info.

[after $75 level is reached|

MT You've received $75 in services this monthly period
ending 12/12/06. Reply YES to continue. Reply HELP
for info..

[fer $100 level is reached] Su

MT You've received $100 in services this month. This is the | Si
imit set by your carvier. You can onder new services on
12/12/06 1 resume. Reply HELP for info.

[OR for casriers without caps...] sd

MT You've received $100 in services this monthiyperiod | S
ending 12/12/08. Reply YES f0 continue. Reply HELP
for info,

NT You've sent $75 in mags this month. To keep chalting | Std
reply MORE or wait until 12/12/05 1o resume chatting.
Raply STOP 1 opt out or HELP for info.

2| &

11.3 Bill Face

11.3.1 Bill-face Descriptors

Providing subscribers with a description of the billing detail will

facilitate the recognition of the charges when they receive their

bill. Greater recognition of the charge will result in fewer billing

disputes.

Where possible, in order of priority, the following elements

should be inserted in the carrier billing descriptor (inclusion at

discretion of carrier).

1. Shortcode

2. Brand Name and/or Brief Program Description

3. Toll-free Help #

4. Type of Purchase — product description (for example:
Ringtone, TextChat, m-Commerce, ctc.)
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Note: Timestamps and tariffs are typically driven by carrier
platform.

11.3.2 Bill-face Descriptor Reminders

Where applicable, the content provider or vendor may remind
the subscriber of the bill-face descriptor that will appear on their
wireless phone bill. This reminder could take the form of a text
message, web based copy, an audio prompt or text within a print ad.

The ability of vendors to provide this information accurately de-
pends upon the disclosure and accuracy of the carrier bill-face
formats provided by the carriers.

Table 17: BILL-FACE DESCRIPTOR FORMAT BY CARRIER

CARRIER | FORMAY

Aol Wiroless | 27 Characters <Shortcode, Brief Program Description>

ATAT Mobiily | 62 Characters <Shortcods and Merchant Description, Merchant
Name, Toll Free Help #>

Sprint Nedsl | 22 Characters <Provider, Shortcoda, Brief Program Description>

T-Moblle 2 Fields - 15 and 25 characters respectively
Feld 1 <service provider>
Fleld 2 <short code, deacription>

30 Cheraciers <Shortcods, Brief Program Description, Tol Free Help #>

H

11.4 Dispute Resolution

Customer satisfaction is essential to the ongoing health of the
mobile ecosystem, and is a key to the continued growth of mo-
bile marketing. As such, we understand the importance of estab-
lishing a mechanism that empowers consumers to address ques-
tions or concerns regarding a mobile transaction.

Potential Scenarios requiring Dispute Resolution:

* Subscriber cannot cancel text messaging service.

* Subscriber ordered content (c.g., Ringtone, Games and
Movies), but content either did not stream, download or
does not load properly.

* Subscriber disputes a PSMS charge on his phone bill
(one time).

* Subscriber disputes a SMS subscription service.

* Subscriber fecls he has been deceived by a mobile marketing
message and/or program.

Dispute Resolution Principle
* Dispute resolution is in the sole discretion and management of

© 2007 Mobile Morkeling Associaion, 1670 Broodwoy, Sulle 850, Derver, CO 80202

12.0 Word of Mouth Marketing

Viral marketing is the communication via text message or other mo-
bile content induding ringtones, games and wallpaper by a process in
which consumer A receives the message, identifics consumer B who
they believe will be interested in the message, and intiates a proces
- such 2 inputting a phone number — by which consumer B auto-
A viral message must disclose to the recipient (consumer B) that the
message was forwarded by another consumer {(consumer A), as well as
the identity of that consumer.

Permitted viral marketing campaigns include those where:

* The initial consumer (consumer A) manually intervenes to
select a secondary recipient (consumer B) to receive the mes-
sage, e.g., by inputting the secondary recipient’s mobile phone
number (must identify the originator of the message); and

* The forwarded message is directed to Consumer B's mobile
telephone number

* Note: If Consumer A is sending from the mobile web, Con-~
sumer A's identity must be verified prior to any message be-
ing sent from mobile web.

* Some states have additional restrictions or flat prohibitions

on commercial text messages. Before initiating any viral cam-

paign, it is important to review the applicable state laws.

Content providers/aggregators are responsible for ensuring

compliance with all applicable laws.

* Messages forwarded by automatic means generally by means
of an application, e.g., accessing a consumer’s contact list or
address book.

* Messages forwarded to an Internet domain name assigned to a

* Providing inducements ~ c.g., payments, discounts, free goods
or services — in exchange for a consumer’s agreement to for-
ward a message.

* Origination is from commercial source (ensure reflected in
above language)

* Sending to deactivated numbers.

13.0 Content Specific Programs

Alcohol and Tobacce Program Approvals
* Program approvals are at the discretion of the carrier and

are evaluated on a case-by-case basis.

+ Content providers are encouraged to check with their ag-
gregator to determine specific program guidelines around
their program.

A ”..“1‘_3
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General Audience Content
* All content must be available for all audiences.
Promotional Content
* The approval of promotional content is at each carrier’s dis-
cretion.
Charitable Giving
* The approval of charitable giving programs is at cach carri-
er's discretion.

14.0 Consumer Best Practices Guidelines Effec-
tiveness Date

Consumer Best Practices, revision 3.2, is effective December
11, 2007.

Pue 17 ol 18
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15.0 Who We Are

About the Mobile Marketing Association

The Mobile Marketing Association (MMA) is the premier global
association that strives to stimulate the growth of mobile marketing
and its associated technologics. The MMA is a global organization
with 500 members representing over forty countries. MMA mem-
bems include agendies, advertisers, hand held device manufacturers,
carriers and operators, retailers, software providers and service pro-
viders, as well as any company focused on the potential of market-
ing via mobile devices. The Mobile Marketing Association’s global
headquarters are located in the United States and the MMA oper-
ates regional chapters in Europe, Middle East & Africa (EMEA),
Asia Pacific (APAC) and Latin America (LATAM).

For more information, please visit www.mmaglobal.com

MMA Consumer Best Practices Committee

The MMA Consumer Best Practices Committee was established to
develop a recommended set of guidelines to ensure a better wireless
consumer experience. The US Consumer Best Practices Commit-
tee, chaired by AT&T Mobility and the Mobile Marketing Associa-
tion, developed these guidelines in collaboration with representatives

Consumer Best Practices Committee Members

Chapell 4 Associsies | denuo Group (a Publicis | Enpocket, lnc.
Compasny)

Jasnwter Lavaife Mobile Limbo Moblle

miBlox MTV interactive MX Telecom

Neustar, inc. OpsaMarioet Qmebile inc.

Sprint Nexiel Syhase 365 Tolescops inc.

Teligence Commumi- | The Walt Disney Com- | T-Mobile USA

cafions, Inc. pary

VeriSign, Inc. Verizon Wireless

Each year, the Committee holds an Industry Forum to solicit
feedback from the industry. In January 2007, the Committee
held an industry forum to solicit feedback on the guidelines from
representatives of the Mobile Marketing ecosystem. More than
180 individuals, representing over 120 companies, were in atten-
dance. The industry forum will be held annually.

16.0 References
and reference:
¢ CAN-SPAM (hrp:// www.foc.gov/ ceb/policv/ canspam.heml)
* Common Short Code Administration (http://www.usshort-
codes.com)
» COPPA (hap://www.fte.gov/oge/coppal.htm)
* FTC Guide Concerning Use of the Word “Free” and similar
representations site defining ‘free’ (www.fic.gov/bep/guides/
free.htm)

* MMA Glossary of Terms (http://www.mmaglobal.com/glos-
sary.pd

* MMA Mobile Promotion & Swecpstakes Overview (hup://
www.mmaglobal. com/mobilepromotions. pdf)

e MMA Short Code Primer (hitp://www.mmaclobal.com/
shortcodeprimer.pdt)

¢ Telephone Consumer Protection Act (per PDF document)
hrtp://www.the-dma.org/cuidelines/tepa.shtml

* MMA Off Portal — An Introduction to the Market Opportu-

//www.mmagdobal.com/. rtal. pdf

* TRUSTe -/ /www truste. o/

Contact Us
For more information, please contact the Mobile Marketing

Association at:
Email: mma@mmaglobal.com
Phone: +1.303.415.2550

Fax: +1.303.499.0952
www.mmaglobal.com

Glossary of Terms

The MMA maintains a nomenclature glossary of all terms
within MMA guidelines, education documents and research.
The glossary is available at hup://www.mmaglobal.com/glos-

sary.pdf
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